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COVID-19 
Impact on 
purchase 
habits
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While many consumers are still just shopping for the 
essentials, we’ve seen declines in the past few months 

Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21

Google/Ipsos, Shopping Tracker, Jan- June 2020, Online survey, Americans 18+ who conducted shopping activities in past two days: n=1000 per month.

agreed they’re only buying essentials during Covid-19

In April In May In June

63% 53% 50%
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… in June, 40% of US consumers were also shopping 
for items they enjoy having and items needed after 
COVID
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To get what they want, shoppers are open to buying 
online and exploring new brands

41%
of all retail web visitors were new

from March - July**

32%
of US shoppers purchased a brand 

that was new to them during 

COVID-19 and say they’ll continue 

to buy1

Source:  1. MIT/Sloan: Growth Opportunities for Branding During COVID 19. 2. Google internal data 
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They are keeping up with deals/promotions online 
and expect them from retailers at this time

49%
of US consumers say they expect retailers to 

offer them discounts when shopping with them 

online at this time.1

40%

44%

30%

28%

Top sources for keeping up with sales/promotions:

Store websites/apps

Emails from stores/brands

Searching online for deals/sales/promos/offers

Browsing digital flyers/circular from 
stores

28% Browsing paper flyers/circular from 
stores

Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21
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Consumers have heightened expectations now that 
they are having more delivered

+300%
Searches for “with free delivery” 

have grown globally YoY251%
of US consumers expect to be 

informed of any shipping delays 

they may encounter

1. Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21

2. Google Data, Global English, Apr 1, 2020 - May 30, 2020 vs Apr 1, 2019 - May 30, 2019
3. Google Data, Global English, Mar 11 - May 9, 2020 vs Mar 11 - May 9, 2019

+700%
Searches for “best grocery delivery” 

have grown globally YoY3
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Key takeaways for online shoppers

1. Shoppers have moved beyond the essentials

1. More shoppers are buying online and exploring new brands

1. Discounts are expected when buying online

1. Information about availability and delivery is critical
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Evolving 
Role of the 
Store
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Shoppers did reduce their in store shopping when 
stores were closed, but are returning to stores 

Visited a store or mall in the past two days

52% 36%48%

MarchJanuary February

28%

April

30%

May

Google/Ipsos, Shopping Tracker, Jan-June 2020, Online survey, Americans 18+ who conducted shopping activities in past two days: n=1000 per month.

36%

June
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How shoppers are spending their time planning their in 

store shopping:

Shoppers are spending more time planning their 
shopping and they’re doing this online

48%
looking online in advance for deals or 

promotions

35%
searching online to see whether the items are 

stock/carried at the store

26%
checking all the ways they can buy/collect at 

the store

24%
reserving items online for BOPIS/curbside

Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 25-28
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Trip and store consolidation planned, but at a cost to 
the customer and an opportunity for retailers/brands

70%
of US consumers say they are consolidating 

their shopping1

Not always getting the lowest 
price

Sacrifices consumers are making while consolidating 2

Not always getting the brands they 

normally buy 

Not always shopping at their 
preferred stores

40%

42%

28%

Picking up curbside rather than going 
in store28%

1. Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 25-28

2. Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21
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Curbside pickup is on the rise and may be here to stay

+3000%
Searches for “curbside pickup” have 

grown globally YoY2

1.Google Data, Global English, Apr 15, 2020 - Jun 13, 2020 vs Apr 15, 2019 - Jun 13, 2019
2. Google Data, Global English, Mar 18 - May 16, 2020 vs Mar 18 - May 16, 2019.
3. Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21

+600%
Searches for “click + collect” have 

grown globally YoY1

61%
Of US consumers think buying 

online and picking up in 

store/curbside will be a beneficial 

way for them to shop even when 

there are no restrictions.3
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Google is reducing friction for omnichannel shoppers 
with increased fulfillment options like curbside pickup

Availability + Distance BOPIS + Ship to Store Curbside Pickup

Show in-stock availability and distance 
to the shopper’s current location

Highlight fulfillment options like buy 
online pick up in store and ship to store

Highlight items available for 
curbside pickup

Source: Google Internal Data
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Key takeaways for in-store shoppers

1. Shoppers are returning to stores… 36% in June

1. They are planning store visits using online resources

1. They are consolidating trips and willing to make sacrifices

1. Curbside pick-up may be here to stay



Current 
Holiday 
Expectations



73%
of US planned 

holiday shoppers 

say they will shop 

online more for the 

holidays2

Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 25-28
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Given current levels of nervousness and uncertainty, 
consumers who plan to shop for the holidays will… 

Google commissioned Ipsos COVID-19 tracker, US  n=745 18 +online consumers who plan to shop for the holidays. June 25-28
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Google commissioned Ipsos COVID-19 tracker, US  n=745 18 +online consumers who plan to shop for the holidays. June 25-28

Holiday online shoppers expect a frictionless experience 

1. Google commissioned Ipsos COVID-19 tracker, US  n=1000 online consumers 18+ per market. June 18-21

40%
US consumers have experienced at least one 

issue when ordering online during COVID-19.1

49%

51%

47%

Expectations of online retailers:

Provide notification for any shipping delays

Offer discounts

Provide clear out of stock notification 

35%
Offer extended return policies
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Google commissioned Ipsos COVID-19 tracker, US  n=745 18 +online consumers who plan to shop for the holidays. June 25-28

Holiday in-store shoppers are looking for safe
options

40%

42%

28%

28%

In addition to contactless check-out, shoppers would 
use the following if retailers offered them:

Self serve checkouts

A line specifically for BOPIS/Click & Collect

Self serve, same day locker pickup

Book online appointment to shop in store
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Key takeaways for holiday shoppers

1. Recent behaviors will carry forward into the holidays

1. Online shoppers expect a frictionless experience (stock, shipping)

1. In-store shoppers are looking for safe options (BOPIS, self-serve)



The time to 
prepare is…

Now!



Google Holiday Retail Toolkit



Google Rising Retail Categories



Google Grow My Store



Thank you!


